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                                                       ABSTRACT  
Engagement of stakeholders in government website communication has 
emerged as an important strategy that can build trust, improve transparency and 
strengthen loyalty between governments and their citizens.  This is because 
websites provide access to a broader spectrum, offer unlimited storage of 
information and rapid feedback.  
This main purpose of the study therefore was to find out how the Lesotho and 
South African national governments utilise their websites to engage stakeholder’s 
in websites communication for maintaining and building mutual relationships.  
The literature review for this study covered the role of public relations in 
government, different kinds of governments’ stakeholders and the importance of 
engaging stakeholders in website communication for relationship building and 
maintenance of such relationships. 
 The methodology that was employed involved analysis of twenty websites which 
were selected using purposive sampling technique. Coding sheets were 
designed and used to collect data based on the three principles of dialogic 
communication namely: Ease of interface, Generation of return visits, Usefulness 
of information and the two models of communication which are One-way 
communication and Two-way communication.  
The results revealed limited efforts for stakeholder’s engagement in both Lesotho 
and South African government ministries and made recommendations on how 
this challenge can be addressed. The study concluded that the two countries can 
improve stakeholders’ participation and engagement in websites communication 
by aligning their websites with the three principles of dialogic communication and 
two models of communication.   
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CHAPTER 1 
RATIONALE AND RESEARCH PROBLEM 
1.1 INTRODUCTION 
In the world of technology there are many channels of communication and one of 
them is the website. As a tool for communication, whether it is used by a 
company, school or the government, there is a significant need to communicate 
effectively with visitors or stakeholders. 
Cutlip, Centre and Broom (2000:50) assert that governments are increasingly 
concerned with how to communicate with their stakeholders effectively and at the 
appropriate time. In an effort to address this challenge, governments have 
initiated many mechanisms that are in place to enhance both internal and 
external communication. The types of mechanisms that are being used currently 
include radio, television, memorandums, open days, video presentations, emails, 
newsletters and websites.   
Even though most channels of communication between governments and 
stakeholders have proved to be operational, recently websites have become the 
most significant communication and service channel between governmental 
organisations and stakeholders, (Elling, Lentz, De Jong and Bergh, 2012). This is 
because websites provide access to a broader spectrum, offer unlimited storage 
of information and give feedback within a short period of time. 
According to Lumsden (2012) the world’s first website was launched on August 6, 
1991 by a British Scientist Tim Berners Lee, who assumed that in order to track 
what government and companies are doing, the public and the media must make 
sure that the web’s principles remain intact. Thus the website must serve as a 
platform for the stakeholders to participate entirely in the government 
communication.  
Stakeholder’s involvement in communication is regarded as the basis for good 
corporate governance and it is something that governments and companies should 
not underestimate. Wrench (2013:40) asserts that stakeholders can be described as 
employees, media, and the public at large and these stakeholders   
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are influenced by organisations and they also have the potential to influence 
organisational outcomes.  
 
1.2 STUDY BACKGROUND  
As the world moves towards greater democracy, decentralisation and the market 
economy, conditions are becoming more favourable for the people to start 
steering their own course of change. (Fraser and Villet: 1994). Therefore it is 
crucial for countries which are dedicated to the development of their people to 
stimulate the people’s awareness, participation and invest in communication 
strategies that facilitate engagement of their publics.  
The world is fully aware that information driven by two-way communication which 
is engaging can be used to improve the delivery of public services and respond 
to stakeholders needs. Improvement of government communication capacity 
involves empowering those concerned to engage in a two-way dialogue with their 
stakeholders in all the levels of the government (World Bank, 2011:3).  
The World Bank (2011:4) shows that countries in the developed world 
demonstrate relatively high capacities for deploying approaches and techniques 
for two-way communication with citizens on matters of public importance. It 
further shows that poor countries in contrast, demonstrate low levels of capacity. 
Thus the least developed countries need to advance their communication to 
ensure that it encourages stakeholders’ participation.  
While the important role of stakeholder’s engagement in communication through 
websites is realised globally, the governments of Lesotho and South Africa as 
developing countries do not fully notice the necessity to engage these important 
stakeholders in the website communication. It is imperative for researchers, 
especially those in Lesotho and South Africa to conduct research that will bring 
awareness to the importance of engaging stakeholders in website communication in 
an attempt to build trust, improve transparency and strengthen stakeholder’s loyalty 
in government.   
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  1.3 RESEARCH PROBLEM  
It is a well-established fact that government ministries throughout the world use 
websites as one of the public relations strategy to communicate and manage 
their relationships with the publics and/or stakeholders. In the principle of public 
relations, communication is regarded as a two- way process whereby the sender 
and the receiver are able to engage interactively in this process. South Africa and 
Lesotho government ministries have websites which do not interact with 
stakeholders in website communication. This challenge poses many risks such 
as reluctance of stakeholders to visit government websites.   
 
1.4 AIM OF THE STUDY  
To show how the Lesotho and South African national governments can improve 
stakeholder’s engagement in websites communication by aligning themselves 
with the three principles of dialogic relationship building operationalised by Kent 
and Taylor (1998) and the two models of communication. The aim revolves 
around the fact that wide availability of information will provide the foundation for 
individual empowerment, national unity and a stimulus for a thriving economy 
(Lesotho ICT Policy, 2005). 
 
1.5 RESEARCH OBJECTIVES  
The following are the objectives of the study:  
 To conduct a literature review on the significance of engaging stakeholders 
on website communication. 
 To describe the research design a methodology in order to examine how 
the Lesotho and South African national governments are currently 
communicating with their stakeholders on their websites.  
 To recommend guidelines on how to improve stakeholders participation in 
website communication for the Lesotho and South African national 
governments.   
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 To raise awareness on the importance of engaging stakeholders in website 
communication in an attempt to build trust, improve transparency and 
strengthen loyalty.   
 
1.6 RESEARCH QUESTIONS 
How does the Lesotho government in comparison to the South African 
government utilise its websites for relationship building with their stakeholders?  
 RQ1- Does government websites align with the three principles of dialogic 
relationship building operationalised by Kent and Taylor (1998) in website 
communication with their stakeholders?  
 RQ2- Are Lesotho and South African governments using the websites to 
engage with their stakeholders? 
 RQ3- Which interactive strategies are used by the Lesotho and South 
African governments to engage stakeholders in their websites?  
 RQ4- Are there some differences and similarities between the Lesotho and 
South African websites?  
 
 
1.7 SCOPE OF THE STUDY  
The study analyses South African national government and Lesotho’s websites. 
Since this is a comparative study of the two countries, it is worth mentioning that 
in Lesotho government departments are referred to as ministries while in South 
Africa they are called departments. The researcher observed that some 
ministries in Lesotho have two counterparts in South Africa. For example the 
Ministry of Education and Training, Ministry of Tourism, Environment & Culture, 
Ministry of Justice & Correctional Service and Ministry of Trade & Industry, 
Cooperatives & Marketing. In this case the researcher’s discretion was used to 
select the most appropriate department in South Africa based on the keywords 
that appear in the names of the departments for ease of assessment.   
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1.8 JUSTIFICATION  
Even though many governmental organisations use websites as communication 
strategies to ensure that their publics are informed and educated with regard to 
the services they offer, the element of building and maintaining harmonious 
relationships with their stakeholders is often overlooked. As a result, there are 
limited studies to assess government websites communication especially in 
Lesotho and South Africa.   
Therefore, it is imperative for researchers, in Lesotho and South Africa to conduct 
research that will bring awareness to the importance of engaging employees and 
the public in communication in an attempt to build trust, improve transparency 
and strengthen stakeholder’s loyalty. Even though in South Africa the ignorance 
is minimal, but the two countries still have to address this challenge.    
Furthermore, due to the prevailing riots in both Lesotho and South Africa over 
poor government service delivery, more effort is needed to reach out to 
government stakeholders for their understanding on how governments operate, 
solicit stakeholders support and engagement in governmental activities. This can 
be achieved by employing different communication strategies in government and 
improving the level of engagement for more stakeholders on government website 
communication.  
It is anticipated that the results of this study will be used to inform public relations 
personnel and other government officials to ensure that websites are designed in 
a manner that promote stakeholders engagement and participation in website 
communication.  
 
1.9  ORGANISATION OF THE STUDY  
This part, chapter one of the study is divided into seven parts. The first part 
provides the study background, while the second part outlines the background of 
the study. The third part discusses the research problem while the fourth part 
delivers the research questions. The next part presents the aims of the study and 
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is followed by the study objectives. The other parts covered the scope of the 
study, the justification and organisation of study.   
Chapter two deals with the literature review on the role of public relations in 
government, the nature and importance of engaging and maintaining 
relationships with stakeholders. The discussion also includes the three principles 
of dialogic theory and how they are linked to the two models of communication. 
Moreover there is a definition of stakeholders, the excellence theory and 
websites as communication tools. 
Chapter three discusses the methodology that was employed to carry out the 
study. It will also elaborate on the method of collecting data and the strategies 
that were used to analyse data.  
Chapter four provides the discussions and the empirical results of the content 
analysis.  
Chapter five provides the conclusion of the study, recommendations, Study 
limitations and suggestions for further research. 
 
1.10 CONCLUSION  
This chapter dealt with the introduction, rationale and background of research. 
This chapter also dwelled on the problem statement, research objectives as well 
as the aims and justification of the study. The chapter ended with a presentation 
of how study the study is ordered. Chapter two will be an extensive review of 
related literature. It does not only review what is already known about the 
problem under study but it also builds on contextual and theoretical frameworks. 
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CHAPTER 2 
LITERATURE REVIEW 
 
2.1 INTRODUCTION 
This section of the literature review is divided into seven parts. The first part will 
deliberate on the role of public relations in government. It will be followed by a 
definition of stakeholders. The third part will discuss a need for governments to 
communicate with stakeholders, while the fourth part will elaborate more on 
different government communication strategies. The fifth part will describe a 
website as an emerging communication strategy in governments, different types 
of websites and features of an effective website. The sixth part will explain the 
dialogic theory and the last part will provide the significance of a two-way 
communication and dialogic communication in governments. 
 
 2.2 THE ROLE OF PUBLIC RELATIONS IN GOVERNMENT 
Black (2001:3) declares that public relations is an essential management tool that 
enables an organisation to plan and structure the way it communicates with its 
target stakeholders. Thus good public relations will foster interaction and 
empower building and maintenance of relationships. This observation is shared 
by Heath and Palenchar (2009:10) who assert that public relations is the 
management of communication between an organisation and its stakeholders. 
Therefore it is of great importance for every place that offers services to the 
public or stakeholders to have public relations in place. The role of the public 
relations is to ensure that communication is well coordinated and that the 
stakeholders know more about the organisations and the services offered.  
Governments like other organisations that provide services to the public, need to 
have public relations to market themselves, publicise their activities as well as the 
services they offer by communicating with the stakeholders. To facilitate this 
communication, governments need good public relations to build and maintain 
relationship with stakeholders, plan and execute messages to the stakeholders. 
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In a view of that, Black (2001:14) adds that public relations is a management 
function that establishes and maintains mutually beneficial relations between an 
organisation and the stakeholders to whom its success or failure depends. This 
means each and every government ministry needs good public relations to 
facilitate smooth communication that will not only be profitable to governments 
but to stakeholders as well.  
Devito (2012:43) proclaims that communication always serves a purpose. One of 
these purposes is to interact with other people and to form meaningful 
relationships regardless of whether those relationships are face to face, online or 
printed basis. As such it is essential for public relations personnel in governments 
to pledge that messages communicated to stakeholders are definitely intended to 
build and nurture governments’ relationship with stakeholders. It is also crucial to 
note that communication is a process that affects people. Therefore public 
relations in government should facilitate communication that provides knowledge, 
entertainment and triggers participation of stakeholders.  
Since there are many factors that can hinder smooth transmission of 
communication, it is important for governments to have public relations with 
expertise to ensure that communication and messages that are sent to 
stakeholders are packaged well and indeed respond to the needs of the 
stakeholders. Puth (2002:51) states that when communicating governments 
should consider the three major communication barriers. Those include the 
difference in perception which deals with the way in which people perceive the 
same phenomenon in different ways. This communication barrier is based on the 
fact that people ascribe different meanings to the same stimulus. Culture and 
background of people can be examples that can hinder smooth communication 
under this barrier the Public relations departments are not fully aware of this 
barrier.   
The second barrier is difference in meaning which can be articulated to the 
choice of words. The language in which a person encodes a message can also 
influence the quality and the way in which the message will be interpreted. The 
third barrier is the organisational structure which involves the climate in which 
communication takes place as well as networks and channels through which 
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communication takes place in an organisation. The position that people find 
themselves in enforces them to behave, understand or talk in a certain way.  
Consequently, it is critical for public relations in governments to know their target 
stakeholders. This will make it easy for them to assess messages critically before 
packaging them for the stakeholders. Since the role of public relations is also to 
protect the image of the organisations, it is vital to ensure that stakeholders have 
a sense of involvement in the government and that their opinions are valued in 
government. This will give stakeholders a sense of belonging and attachment to 
government activities. 
Practicing Public Relations in Government departments often takes a strategic, 
approach and involves the responsibility to encourage stakeholders’ involvement. 
It is about ensuring that stakeholders are informed in relation to government 
plans, developments and changes that are in place in the government systems to 
achieve mutually beneficial outcomes. (Pearce: 2012) Improvement of 
communication is one of the processes that will ensure that stakeholders are 
informed and as a result stimulate their participation and engagement in 
government activities.  
 
2.3  DEFINITION OF STAKEHOLDERS   
Since stakeholder’s involvement in communication on governments’ websites is 
the pillar of this study, it is worthwhile to have a clear understanding of these 
stakeholders and the role they can play if they are involved in an effective way in 
the website communication of governments. Wrench (2013:196) expresses that 
stakeholders are those individuals and groups who have an interest and/or stake 
in an organisation and are able to influence the organisation’s ability to meet its 
goals.  
These stakeholders can be internal or external. The example of internal 
stakeholders in governments can be the employees while the external 
stakeholders can be the suppliers. Cornelissen (2011:185) declares that there 
are four kinds of stakeholders that need to be considered. These are Problematic 
stakeholders, Low priority stakeholders, Antagonist stakeholders and Supporter 
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stakeholders. When packaging messages for stakeholders government must 
consider and bear in mind that these stakeholders are different so is their needs. 
Figure 2.1 below shows the four kinds of stakeholders and their characteristics.  
 
Figure 2.1:  Four Different Kinds of Stakeholders 
 
 
Source: Adapted from Cornelissen (2011:185) 
 
 
 
GOVERNMENT 
STAKEHOLDERS
Supporter Stakeholders
Publics who are likely to 
support the governments' 
course of action and are 
important to the  government  
in terms of power and 
influence.
Antagonistc 
stakeholders
Publics who are likely to oppose 
or be hostile to the 
organisations actionand hold 
power or influence over the 
organisation.
Low priority 
stakeholders
Publics who are likely to support 
the organisations course of 
acction but are relatively 
unimportant  in terms of their 
power or influence
Problematic 
Stakeholders
Publics who are likely to oppose or 
are hostile to the organisations' 
course of action but are relatively 
unimportant to the organisation 
because they are not normally 
recognized as important 
satkeholders and they have little 
power to exertstrong pressure on 
the government
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The figure 2.1 above, explains the four kinds of government stakeholders and the 
levels of power they can have to the governments they are affiliated with. The 
level of power determines the degree of influence that the stakeholders can have 
on the decision making in governments. The influence can only be implemented 
if governments recognise a need to engage stakeholders in all their activities.     
Stakeholder’s engagement if defined as the process used by an organisation to 
engage relevant stakeholders for a purpose to achieve accepted outcomes. 
(AccoutAbility Principles Standards: 2008). It is also emphasised that when 
stakeholders are fully engaged they become involved in developing and 
achieving an accountable and strategic response to sustainability of an 
organisation.    
Amaratunga and Haigh (2011:68) have proposed a stakeholder’s engagement 
process that organisations and governments need to implement when structuring 
their relationship with stakeholders. The process has three crucial levels which 
will further enhance the relationship between governments and stakeholders 
since governments have a responsibility to deliver the expectations of different 
categories of stakeholders in their website communication. The structure of the 
stakeholder’s engagement process is shown in Figure 2.2.  
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Figure 2.2  Levels of Stakeholder Engagement    
 
                  
Source: Adapted from Amaratunga and Haigh (2011:68)  
The first level encompasses the recognition of the stakeholder’s existence and to 
basically know who they are. Knowing who stakeholders are will facilitate 
considering them as major part of the planned activities in governments. The 
second level includes the fact that the stakeholder’s contribution is taken into 
appreciation and is incorporated as part of the decision making in governments 
especially on the activities that affect such stakeholders. And lastly, the third one 
deals with ensuring that the mutual relationship is maintained and strategies are 
in place to further nurture the relationship between governments and their 
stakeholders.  
The three levels emphasise the importance of knowing that stakeholders do exist 
in governments. Knowledge of stakeholder’s existence will facilitate the 
understanding to form relationships with stakeholders and to work towards 
nurturing relationships with them. Sharma (2008:96) states that neglecting to 
engage key stakeholders early in communication in activities that intent to 
address their unique needs and concerns is one of the common points that lead 
Second Level -
This level ensures 
that stakeholder’s 
engagement 
activities are 
integrated and 
undertaken in a 
coordinated 
manner
Third Level-This 
level deals with the 
improvement of the 
effectiveness of 
engagement efforts 
undertaken.
First Level- This 
level provides a 
guideline on how 
to identify and 
engage with 
stakeholders
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to failure of many initiatives in government. He therefore suggested the six 
principles of stakeholder engagement that needs to be taken into consideration 
by governments and organisations to avoid leaving the stakeholders out during 
their planning.  
The first principle is getting to know your stakeholders. This principle deals with 
the development of a comprehensive understanding of who your stakeholders 
are, what they care about and how they relate to the organisation. The second 
principle is to engage them as early as possible. This activity of early 
engagement gives stakeholders a sense of involvement in the process and lets 
them know their expertise and opinions. Government’s awareness of 
stakeholder’s existence is essential in order to prioritise and design effective 
engagement strategies for them. 
The third principle is to listen with both ears open. This exercise will assist in 
ensuring that solutions to address stakeholders needs or concerns are jointly 
developed by governments and stakeholders and are based on real stakeholders 
input not prescribed by governments. The fourth principle is to communicate and 
communicate some more. This principle advocates for interactive dialogue with 
stakeholders. It ensures that stakeholders have a clear understanding of the 
particular activity’s goals and benefits as well as a strong sense of how it may 
affect them. 
The fifth principle is to use policy as carrot not stick. This principle emphasises 
efforts to encourage and support new behaviours from stakeholders. The last 
principle is to create communities. Engaged stakeholders will help in building 
formal and informal networks of individuals who have related functions, needs 
and interests. If followed accordingly these principles will make it easy for 
governments to understand that they need the support of the stakeholders in 
every activity they intent to implement.  Even though governments often neglect 
stakeholders in decision making confrontations due to fear of criticism, it is 
sometimes crucial to be criticised because criticism has the ability to improve 
performance. 
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          2.4  A NEED TO COMMUNICATE WITH STAKEHOLDERS  
The aspect of participation, ownership and belonging adds value to every human 
being. Out of the five Maslow’s hierarchy of needs, a need for social and 
belonging which is the third on the pyramid, emphasises that all human beings 
need to belong to a certain group for existence (Mosley, Mosley Jr and Pietri 
2008:84). On this background it can be argued that it is imperative for 
governments to ensure that stakeholders’ engagement is taken into consideration 
when planning and implementing activities on daily basis. 
Takana (2007:86) describes that engaged citizens are more knowledgeable 
about their governments, they hold more thoughtful and sophisticated views of 
public policy and are less cynical in their attitudes towards governments. 
Stakeholders in every government will always be interested in knowing what is 
going on in government plans and policies. If such governments fail, stakeholders 
experience discouragement and this impact negatively on their loyalty and trust 
especially if there was no communication between themselves and the 
governments. 
The South African Communication Strategy (2012/13-2016/17) further adds that 
effective communication is the lifeblood of an organisation and it is the medium 
through which an organisation’s vision and goals are interpreted and understood 
by both the internal and the external stakeholders. Hence communication with all 
stakeholders is important since stakeholders are the ones that will actually assist 
governments to reach their goals.  
Consequently, Andriof, Wadock, Husted and Rahman (2002:90) assert that many 
companies have found that to be effective in the world today, they need to 
develop systems and approaches that enable them to prioritise stakeholders, 
align closely to them, and incorporate the messages to and from stakeholders. It 
is also worthwhile to note that while trying to include and involve stakeholders in 
everything that is done by governments, the messages to be communicated must 
be constructed and planned accordingly to suit the interest of different 
stakeholders.     
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Furthermore, Leatt and Mapa (2003:102) state that governments today are under 
pressure to move towards developing legislative, regulatory and policy change 
through engaging stakeholders in substantive discussion at the front end. Thus 
Lesotho and South African governments also need to increase their awareness 
and enhance policy issues that will foster dialogue with their stakeholders. Their 
websites can be used to facilitate this exercise.   
Megwa (2008:28) suggests that there is a need for active interaction between the 
South African government and its entire people. He further advices that there is a 
need for  a legislation to create and nurture a free, open and vigorous information 
environment, regular information and communication education campaign to 
enlighten the citizenry on the need to constantly monitor and challenge the 
system and an intelligent, critical and perspective government communication 
workforce as three integral parts of a credible communication policy.   
Similarly, the Lesotho ICT Policy (2005) emphasises that in a democratic 
government, information sharing is key to meaningful participation in the political 
process. It further states that the free flow of information between policy makers 
and the public will increase the success of government initiatives; align 
government strategies with the needs of the people while also providing the 
foundation for individual empowerment, national unity and a stimulus for a 
thriving economy. Thus the two countries still need to do a lot when it comes to 
communication with the government’s stakeholders. The use of website to 
improve government communication with stakeholders will responds to the needs 
suggested in the two discussed documents.   
The necessity for governments to communicate in a manner that engages the 
public and/ stakeholders is regarded as a fundamental key in building and 
maintaining the relationship with stakeholders. Quirke (2008:76) suggests that if 
companies and/or governments want to improve their performance, their leaders 
must demonstrate the connection between the governments’ success and that of 
the employees. Creating the connection between governments and stakeholders 
simply means providing stakeholders with an opportunity to be involved and 
participate in the governmental issues.  
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This kind of connection will facilitate and assist in outlining the areas of concern 
from the stakeholders and give room for inputs on how to tackle the challenges 
that may arise within the organisation and /or governments. This will happen only 
in an arrangement where all the stakeholders are consulted and are involved 
when changes are being planned and implemented (Quirke, 2008:78).  
Even though the main rationale behind stakeholder’s engagement is to build and 
maintain the mutual relationship between the governments and stakeholders it is 
evident that using stakeholders to convey the organisational messages does not 
only help in expanding the message’s impact and reach, but also gives 
stakeholders the opportunity to contribute to the overall success and prosperity of 
the organisation with which they are associated with. Governments can therefore 
use certain stakeholders to pass messages for them to the entire stakeholders.  
Moreover Keddy and Johnson (2011:67) declare that even though stakeholder 
engagement in communication is usually the most challenging activity for many 
organisations, it is the most crucial since its purpose is not just to make the 
stakeholders aware of why a new programme is starting but also to inspire and 
motivate their support and involvement.  By so doing the stakeholders can feel 
the ownership and responsibility for the changes that are in place. Engaging 
stakeholders when communicating for new programmes can sometimes be used 
to solicit their support. Since when stakeholders are informed they will show their 
commitment and strive for success of that programme.  
 
2.5 DIFFERENT COMMUNICATION CHANNELS USED IN GOVERNMENT 
As it has been raised earlier, recently governments are forced to move towards 
engaging the stakeholders in everything they intend to do. To facilitate this 
process, governments have come up with different communication strategies that 
will assist them to publicise and execute their policies. A communication strategy 
according to Graves and Graves (2012:80) refers to the activity of preparing and 
publishing specialised information in a way that allows non-specialists to 
understand and use that information to accomplish some tasks.  
  
 
17 
 
This means that regardless of the communication channel employed, the 
information to be provided to the stakeholders should not only be available but 
need be prepared in a manner that accommodates the people who will use it. 
The information should be useful and simple to the people who will access it, 
while also keeping the important message that needs to be communicated.   
According to Dawkins (2004:63) effective communication in government depends 
on a clear strategy which evaluates both the opportunities and the risks to the 
government and which tailors messages to different stakeholder groups. For that 
reason, Narula (2006:357) suggests that communication strategies should 
comprise the communication needs, communication recourses, policies and 
operational principles. Thus the nature, forms and types of communication 
channels to be used by governments should be planned accurately. 
Governments or organisations employ different communication channels to 
convey messages to the stakeholders for different reasons. These channels will 
differ according to the nature of the massage that needs to be communicated at 
that particular point in time, the demographics of the target audience, their level 
of understanding as well as their background. Narula (2006:366) states that 
planning of communication channels should be managed well to facilitate the 
effectiveness of delivered messages to the target audience.  
Consequently, McHale (2004:74) suggests that governments can communicate 
through publications, mailings, mass media, the internet, interpersonal content, 
meetings and phone calls, demonstrations including speeches, testimony, 
banners, descriptive tactics and slogans. These communication channels help 
governments to disseminate information to the stakeholders but not all of them 
are able to ensure that the stakeholders are indeed involved or engaged. 
Governments still need to revisit these strategies and see how they can be 
improved to be more engaging to stakeholders. 
The following are examples of communication channels that are employed by 
the governments of Lesotho and South Africa to communicate with their 
stakeholders:   
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 Public meetings 
 Campaigns 
 Newsletters  
 Events 
 Pamphlets  
 Radio/TV programmes 
 Notice boards,  
 Banners, 
 Brochures, 
 Ministerial charters 
 Surveys,  
 Video presentations, 
 Emails  and  
 Websites.  
  
Even though some of the channels mentioned above present many benefits with 
regard to stakeholders’ involvement, websites on the other hand, are regarded as 
one of the most engaging communication channels. When websites are effective 
and easily accessed they can help governments to maintain relationships with 
stakeholders due to the fact that they offer rapid reactions. (City of Oshawa: 
2013) Apart from that websites make it easy for users to access huge documents 
that can be downloaded by the users and it also improves interactivity.  To add 
on that Auger (2010:80) emphasises that the internet provides a platform on 
which the potential for dialogic communication and consequently, effectiveness 
can be build. Thus the website can facilitate good communication between 
governments and stakeholders. 
 
2.6 WEBSITE AS A COMMUNICATION CHANNEL IN GOVERNMENT  
Lumsden (2012:45) pronounces that the first world’s website was launched on 
the 6th August, 1991. This was an initiative of a physicist Tim Berners Lee and 
the main purpose of designing the website was to allow high energy physicists to 
share data, news, and documentation. Since then, different organisations 
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including individuals worldwide have used websites when planning to share 
information with others and getting immediate feedback. Therefore a website 
should serve as a platform for communication between governments and their 
stakeholders and facilitate a two-way communication that will ensure that 
stakeholders are engaged in communication process.  
Briggs (2007:78) shows that an approach of creating and distributing web content 
is characterised by open communication, decentralisation of authority, freedom to 
share and re-use, and the idea of the market as a conversation is the approach 
that should be followed when designing websites. In addition to that Masroom, 
Ling and Din (2013) claims that the aim behind online participatory systems is to 
give the public a greater level of engagement in the tools, data, and information 
to enable more informed participation and decision making. As such government 
websites should be overflowing with useful information that is beneficial to the 
stakeholders.  
Even though website has emerged as an effective mode of communication that is 
most efficient when it comes to involvement of stakeholders, Masroom, Ling and 
Din (2013) shows that for a website to be considered effective it requires 
continuous assessment, frequent updates and careful management. Thus 
governments should not just have the website in place with the hope that the job 
is done. Websites need to be maintained and updated regularly so that 
comments and questions from the stakeholders will be noticed and attended.   
In a view of that Auger (2010:57) states that merely creating a website will not in 
its self-improve communication. If not constructed properly, with clear, user-
friendly features and modes of interactive feedback, the website may instead 
create increased frustration and lost time for existing and potential stakeholders. 
Consequently if government websites are not constructed according to Auger’s 
suggested specifications they are not serving their purpose of improving 
communication.  
2.6.1  Different types of websites  
There are different kinds of websites and they are classified by their nature of 
business and type of activities they offer. According to James (2010:125) there 
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are three types of websites. The first one is the commercial website that is 
intended for commercial use.  Many commercial websites offer facilities for online 
transaction and details of product/s and or services. The second one is personal 
website which is mainly created for personal use. This kind of website contains 
the person’s family details and achievements. The third type is the official website 
that is loaded with official information and/or government information. For 
purposes of this study, the official website will be evaluated.  
Regardless of their differences, the common factor is that website content should 
be timely, accurate and appealing (Napier & Rivers 2009:8). Thus official 
websites should include elements these elements to deliver content successfully, 
provide rapid feedback and maintain records.  
2.6.2  Features of an effective and useful website    
Since websites are currently used as communication and publicity tools by many 
government departments, it is essential to ensure that each and every website 
communicates important messages to stakeholders. A good and effective 
website must not only be appealing to the eye but it must also be informative, 
enlightening and easy to navigate Genn (2009:60).  
This observation is shared by Fogli, Colasio and Sacco (2010:35) by asserting 
that websites must satisfy precise accessibility requirements since this will enable 
governments’ potential users and citizens to have access to the published 
information. To be considered effective therefore, websites should reflect the 
corporate values, communicate corporate messages, and offer services that are 
responding to the needs of the stakeholders.  
The accessible website is explained by Kopackova, Michalek and Cejna 
(2010:51) as the one which makes no obstacles for the users to access its 
contents, and provide valuable information to anyone independently for their 
abilities, health condition or technical equipment.  
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According to Cooms and Holladay (2012:69) the internet can offer the following 
opportunities  
 Solicit and respond to concerns, questions, opinions, complaints and 
construct updates, including revised frequently asked questions, test, 
graphics and audio/video that can be downloaded and interactive 
searchable features.  
 Communication is free of filters and traditional media gatekeepers.  
 It is a channel for reaching traditionally isolated publics 
 It is one option for distributing messages to stakeholders 
 It allows regular updates and more type of acknowledgement and 
promotes engagement. 
 Opportunity for one stakeholder to network with other stakeholders on 
shared concerns or issues. 
  
When websites are used effectively in government communication the 
expectation it that interaction between the government and the stakeholders will 
improve. To add on that Auger (2010:58) claims that there are two levels of 
interactivity on organisational websites. The first one merely provides information 
while the second one tries to develop relationships through the use of dialogic 
communication. Governments need to focus more on the level that deals with 
development of the relationship because this level encourages two-way 
communication while the first one only concentrates more on communicating to 
(one-way communication) stakeholders not with the stakeholders.  
Masroom, Ling and Din (2013) proposed four types of cyber interactivity which 
categories websites. Those include Monologue, Feedback, Responsive dialogue 
and Mutual discourse. Mutual discourse is associated with Grunig’s two-way 
symmetrical models in that it encourages a two -way communication in which the 
sender and the receiver are both participating in the communication process. 
This means to be considered effective a website should encourage a two-way 
communication.  
To be considered effective, a website should have quality and readable content, 
concise webpage that allow people to learn about courses and concerns, read 
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mission statements and get background information (Genn, 2009:63). Thus the 
information accessed in effective government websites should be of good quality 
and consistent to avoid misinterpretation when used by stakeholders.   
In most cases people visit websites to seek valuable information hence a need to 
always ensure that websites are updated regularly, informative and are engaging. 
Braddy, Meade, Michal and Fleenor (2009) states that website usability can be 
defined in terms of how easily information seekers are able to locate important 
information since information seekers view organisations more favourable if they 
maintain websites that can be easily navigated.  
When assessing e-governance implementation services in east Africa Kaaya 
(2004:61) has summarised and concluded that there are four main stages that 
can be followed when creating government websites.  The first stage of website 
creation is setting up of a website to provide information about structure, 
functions and services of a government agency, information publishing and 
dissemination. At this stage there might be links to related websites.  
The second stage is an initial two-way interaction whereby the website also 
includes downloadable forms that can be submitted offline and there can be a 
two-way interaction between government officials and users via e-mail. The third 
stage is online transactions whereby the website supports some formal online 
transactions; these can be payments or creating and submitting information such 
as renewing driving license and filing tax returns.  
The fourth stage is comprehensive government portals. This stage exhibits 
availability of comprehensive government portals that can provide a wide range 
of information to users and supports one-step transactions without the need for 
dealing directly with different agencies. The stages can assist government 
departments to check what is missing on their websites and try to update their 
websites and be able to compete with the world.  
A study by Steinhoff, Letsinger, Naples and Volkmar (2012:42) revealed that 
government and university agencies are more likely to contain higher quality of 
information because they have standards and/or procedures for placing 
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information online. This suggests that governments have a potential of having 
effective websites due to guidelines that are available to be followed.  
 
2.7  THE DIALOGIC COMUNICATIONS THEORY  
Kent and Taylor (1998:321) generated the theoretical framework to motivate 
relationship building between organisations and the public through the use of 
websites. It is in this theory that Kent and Taylor explain that dialogic 
communication is a process not a product. Since every step in the process 
counts, communication between stakeholders and governments on websites also 
needs to consider the importance of all the participants in the communication 
process.  
The dialogic communication has five principles. The first one is the dialogic loop. 
Dialogic loop allows publics to question organisations and offers organisations 
the opportunity to respond to such questions, concerns and problems. For this 
principle to function effectively on websites, Kent and Taylor propose that there 
must be a commitment of resources on the part of the website providers. 
The second principle is the usefulness of the information. It suggests that 
websites should include information of general value to all public. This principle 
suggests that relationships with the public must be cultivated not only to serve 
the public relations goal of an organisation but so that the interest, values and 
concerns of the public are addressed and that information is made available to 
the public not to suppress debate or win their accent but to allow them to engage 
an organisation in a dialogue as an informed partner. 
The third principle is the generation of return visits (RV) It emphasises that 
websites should contain features that make them attractive for repeat visits. They 
argue that by simply updating information on the web the websites represents a 
one way model of the public relations which does not engage the stakeholders in 
communication. They also add that sites that contain constantly updated and 
valuable information for publics appear credible and suggest that an organisation 
is responsible.  This principle includes explicit statement invites of users to return, 
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news forum, FAQ’s, calendar of events, downloadable information, things that 
can be requested by mail/e-mail.  
The fourth principle is the intuitiveness/Ease of interface. Kent and Taylor 
(1998:322) this principle gives a guideline on how to conserve visitors. It explains 
that visitors who check websites for information purposes should find the sites 
easy to figure out and understand. This principle describes that a prerequisite for 
webbed dialogue Sitemaps; major links to the rest of site, search engine box, and 
low reliance on graphics are four major features that facilitate this principle.  
The fifth and last principle is the rule of conservation of visitors Kent and Taylor 
(1998:322) in this principle the web designers are guided on how to entice users 
and keep them on their page. All these principles should be followed when 
creating websites whether it is government websites or non-governmental 
organisations.  
2.7.1 The Principles of Public Relations   
Kent, Taylor and White (2001) further developed their theory and proposed that 
relationships between publics and organisations can be created, adapted and 
changed through the website. They suggest that there are five features that can 
guide successful integration of dialogic communication on websites. The features 
are shown in Figure 2.3 below. 
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Figure 2.3 Principles of Dialogic Public 
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Figure 2.3 Conceptualisation of online communication utilising Dialogic Communication Theory 
(Kent & Taylor,1995) and Dialogic Public Relations Theory (Kent & Taylor ,2002). Dialogic 
Communications principles guide the strategy employed on the internet tool. Dialogic public 
relations guide the actual communication using a dialogic loop. 
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The first feature is Mutuality, which is the recognition of the relationship between 
organisations and their stakeholders. This feature deals with inclusion and 
collaboration between stakeholders and government. Governments should work 
towards achievement of their plans bearing in mind that their stakeholders are 
the key role players in attaining their goals. Thus governments will have to 
assess and strengthen their means and strategies for effective communication. 
The second feature is Propinquity. This feature encompasses the level at which 
governments spontaneously interact with the stakeholders. This feature 
advocates for stakeholders consultations especially in matters that influence 
them and that the stakeholders are able to raise their concerns to governments.  
The third feature is Empathy which focuses more on the level of support and 
confirmation of stakeholders’ goals and interests. It shows that for dialogue to 
succeed there must be trust. This feature is important because governments can 
advance their communication by walking in the shoes of their stakeholders. The 
fourth feature is Risk. Risk is the level at which the government is willing to 
interact with the stakeholders on their own terms and commitment. 
 The last feature is Commitment and it deals with the extent to which 
governments give itself over to dialogue, interpretation, and understanding in its 
interactions with the stakeholders. Governments should not only be in 
conversation but to authenticity and interpretation. A frank dialogue involves 
acknowledgement of the value of others.  
 2.7.2 Models of communication and their relationship with dialogic 
communication in government  
Jha, Barenstein, Phelps, Pittet and Sena (2010:37) describe that although the 
value of communication is widely recognised, it remains an underutilised tool that 
often focuses too narrowly on informing the people rather than communicating 
with them.  There are two models of communication, namely, one-way 
communication and two-way communication. The major difference between the 
two models can be attributed to the fact that there is no clear feedback 
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opportunity in one- way communication. (Athanasiou, Debas &Darzi: 2010: 772). 
While in two way communication both the sender and the receiver communicate 
to and get feedback from each other. Dialogic communication on the other hand 
advocates for conversation in which both partners can actually interact in 
communication process.   
Kent and Taylor (1998:323) explain that dialogue is a dimension of 
communication quality that keeps communicators more focused on mutuality and 
relationship than on self-interest, it is more concerned with discovering than 
disclosing and is more interested in access than in domination. They further 
clarify that engagement of stakeholders in the organisations dialogue offers 
greater organisational rewards in the form of increased public support, enhanced 
image or reputation, and decreased governmental interference. This shows that 
governments should invest in engaging in a dialogic communication with their 
stakeholders to further uphold their relationship and solicit their support 
For that reason two-way communication and dialogic communication are the 
basis on which public relations communication is built. Therefore, they are 
important in analysing the use of websites in government. Kent and Taylor 
(1998:321) state that two-way symmetrical communication’s theoretical 
imperative provides a procedural means whereby an organisation and its publics 
can communicate interactively.  
According to Jha, et al. (2010:39) two-way information flow builds trust, 
consensus and active participation, while also promoting key factors for positive 
outcomes in development programs and limits the potential for setbacks and 
misunderstandings. Therefore if government websites are designed in a manner 
that encourages stakeholder’s participation they will be opening up to the 
stakeholders and minimising confusions and mistrust.  
This observation is shared by Cooms and Holladay (2012:80) who show that 
organisations seeking to improve their relationship with stakeholders should 
follow the guidelines widely accepted in the Public Relations literature that 
emphasise developing strong two-way symmetrical relationships with 
stakeholders. This two-way symmetrical communication according to Williams 
(2009:80) is interested in including the public’s voice as well as using that voice 
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to make decisions about the organisation and thus engaging stakeholder’s 
participation. By so doing both the stakeholders and the governments will be 
involved in a dialogic communication.  
Furthermore, World Bank (2011:30) states that effective two-way communication 
between governments and the public strengthens legitimate public authority and 
that in turn increases the likelihood of attaining good governance outcomes. It 
also suggests that there are three key characteristics of good governance.  
The first one is the state capacity which mainly deals with the extent to which 
leaders and governments are able to get things done. Responsiveness is the 
second characteristic which assesses whether public bodies and institutions 
respond to the needs of citizens and uphold their right. And the third 
characteristic is accountability which deals with the ability of citizens, civil society 
and the private sector to scrutinise public institutions and governments and hold 
them to account.  
The third characteristic is important for this study because it is where 
stakeholders are given an opportunity to voice their concerns and suggest 
changes in policies for the governments to consider. Governments will be 
commended for practicing good governance the moment they appreciate that 
they do not only have to communicate to the stakeholders but to engage in a 
communication process that allows the stakeholders to voice their views, to be 
listened to and to be part of the decision making on the policies that affect them. 
It is a high priority for governments that the community and stakeholders have 
confidence in their work and that level of confidence can only be increased by 
engaging in a two- way communication with stakeholders (Metcalfe, 2008:35). 
This two-way communication can only be achieved when governments value the 
stakeholders concerns and ensure that there are effective platforms for 
communication between governments and their stakeholders. By so doing, 
governments will not only be opening doors for discussions but they will also be 
providing a platform for building a kind of relationship in which stakeholders will 
feel important and not intimidated by superior government officials. 
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Guffey and Loewy (2008:66) on the other hand suggest that there are three 
functions of communication and those are to inform, to persuade and to promote 
goodwill. Guffey and Loewy’s three functions still follow the one-way symmetrical 
communication whereby the communicator is only interested in transmitting the 
message; the practice which this study is going to argue that it is not engaging 
the stakeholders in the communication process as a result it is not effective. One-
way communication is the practice of disseminating information and messages 
out to inform the public, while a two- way communication is a model that allows 
governments and all stakeholders to communicate with each other.  
 Keddy and Johnson (2011:102) recommend that for communication to be 
effective, it needs to be two-way, and should also allow the perceptions of 
stakeholders to play back what they understood from the message.  
 
2.8 A GLANCE ON INTERACTIVITY  
Before concluding this chapter, it is imperative to provide a brief definition to 
highlight the relationship between interactivity, engagement, involvement and 
participation as they appear interchangeably in this study. Although there are 
many explanations provided, for the purpose of this study interactivity, 
engagement, involvement and participation will determine the level at which 
government websites provide opportunity for interaction with stakeholders on 
website communication for dialogic relationship building.  
In a study of website communication in government, Stephens (2012) assessed 
the interactive and communicative functional of e-governance. This study offered 
different explanations that can be used to highlight the importance of interactivity 
in government websites. The first definition that was offered is that of e-
participation. E-participation is described as the use of ICTs to support 
information provision and top-down engagement i.e. government-let initiatives or 
group up efforts to empower citizens, civil society organisations and other 
democratically constituted groups to gain the support of their elected 
representations.  
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While e-democracy is explained as the concern for the use of information 
technologies to engage citizens, support the demographic decision making 
process and strengthen representative democracies. And lastly e-government is 
described as the continuous optimisation of service delivery continuance 
participation and governance by transforming internal and external relationships 
through technology, the internet and new media. (Stephens, 2012:10). 
The preceding descriptions portray the importance of website or internet 
communication between stakeholders and the government while also showing 
why that particular information has to be interactive.  
 
2.9 CONCLUSION  
This chapter discussed the role of public relations in government, a need for 
governments to communicate with stakeholders, different government 
communication strategies, website as an emerging communication how to build 
stakeholders communicative relationship thorough the website by engaging 
dialogic communication and a two-way communication processes The following 
chapter will discuss the methods and procedures which were employed to carry 
out the study.   
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CHAPTER 3 
RESEARCH METHODOLOGY 
 
3.1 INTRODUCTION  
This chapter provides an explanation of the methodology and the research 
design which were employed to carry out this study. The purpose of the study is 
to show how the Lesotho and South African national governments can improve 
stakeholder’s engagement in websites communication by aligning themselves 
with the three principles of the dialogic relationship building operationalised by 
Kent and Taylor (1998) as well as the two models of communication. The 
purpose is positioned on the idea that a wide availability of information will 
provide the foundation for individual empowerment, national unity and a stimulus 
for a thriving economy (ICT Policy for Lesotho, 2005).   
 
3.2.   QUALITATIVE RESEARCH METHOD 
In order to accomplish the purpose of the study the qualitative research method 
was employed. This method according to Garner, Wagner and Kawulich 
(2009:63) involves appreciation of procedures that are not readily susceptible to 
the measurements in terms of quality, amount or frequency. It also highlights the 
importance of obtaining an in depth understanding of interactional processes as 
manifested during a particular study. Therefore qualitative research was 
considered the most relevant method for this study because the content in the 
websites is the only information to be assessed.   
Although there are many kinds of qualitative research, the interpretative model of 
the qualitative research was used as the method of approach for this study. Collis 
and Hussey (2009:165) state that the interpretive paradigm rests on the 
assumption that social reality is in the minds and is subjective and multiple.  
 
 
  
 
32 
 
3.2.1 Content analysis  
Reis and Charles (2000:314) describe that content analysis is a method used to 
extract desired information from a body of materials by systematically and 
objectively identifying specialised characteristics of the materials.  It is important 
therefore to note that even though content analysis strives for objectivity, but it is 
undertaken by human beings who attribute meaning to the numbers produced by 
the process (Bucy & Holbert, 2011, 271). 
Wimmer and Dominick (2006:152) affirm that many content analyses are reality 
checks in which the portrayal of a certain group, phenomenon, trait or 
characteristic is assessed against a standard taken from real life. Therefore 
content analysis is appropriate for assessing how Lesotho and South Africa can 
improve their website communication with their stakeholders to foster and build 
lasting relationships.  
 There are five different uses of content analysis which makes it a desirable 
method of analysis for website communication. Firstly content analysis can be 
used to describe communication content, secondly to test hypothesis of message 
characteristics, thirdly to compare media content to the real world, fourthly to 
assess the image of the particular groups in society and lastly to establish a 
starting point for studies of media effects, (Wimmer & Dominick, 2006:152).  
The examination of how the Lesotho and South African national governments are 
currently communicating with their stakeholders on their websites falls under the 
first use of content analysis which is the description of communication content. 
Since the emphasis is on the websites’ content and how the two countries  utilise 
websites to engage and interact with stakeholders, a content analysis was 
identified as the most appropriate method of analysis because it allows for 
websites to be categorised and checked for variables.  
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3.3 POPULATION AND SAMPLING  
Keddy and Jackson (2011:100) alleges that population consists of all the people 
or subjects whom the study is meant to cover. The focus of this study is on the 
websites; therefore the entire population of this study is the Lesotho and the 
South African government websites.  
Government websites were selected in order to compare similar governmental 
ministries rather than private organisations that are always not similar in the 
countries understudy.  
To select the sampling that would represent the entire population, a subset of the 
population which is known as a sample was employed. Rafolatsane and 
Rakotsoane (2006:26) point out that sampling is a representative part of a 
population for the purpose of determining characteristics of the whole population. 
Although there are many sampling techniques in mass media research, this study 
used purposive sampling.   
This type of a sampling technique includes elements selected for specific 
characteristics or qualities and eliminates those that fail to meet these criteria 
(Wimmer & Dominick, 2006:91). Therefore the selection of 10 websites in each 
country was informed by the fact that all the ministries have active websites while 
the ministries whose websites were still under construction and/or not active were 
eliminated from the study.  
Reis and Charles (2000:314) state that in content analysis a large body of 
qualitative information may be reduced into a smaller and more manageable form 
of representation, as a result out of many governmental websites from the two 
countries 10 websites from each country were selected as the sample for the 
study using the purposive sampling for the purpose of managing the compressed 
information.  
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 3.4 UNIT OF ANALYSIS  
A unit of analysis is a unit about which researchers obtain information. It is the 
unit whose characteristics are described in the study (De Vaus,2002). According 
to Wimmer and Dominick (2006:158) in a written content, a unit of analysis might 
be a single word or a symbol or an entire article or story. 
 In research, detecting the unit of analysis is important in the following two 
aspects. Firstly being aware of the range of possible units of analysis can help in 
formulating more useful and interesting research questions and highlight a range 
of types of relevant data. Secondly if data cannot be collected using a particular 
unit of analysis the general thrust of a question maybe retained simply by 
changing to a unit of analysis about which data are available ( De Vaus, 2002).  
Therefore for the purpose of this study, the unit of analysis will be a website for 
the entire ministries understudy. This perception was employed in Williams’ 2009 
study. Williams used a website to achieve her goal which was to examine 
thoroughly a content analysis how, if at all, non-profit organisations’ websites use 
relational strategies to engage publics.  
 
3.5 CONSTRUCTING CONTENT CATEGORIES 
Stemler (2001:17) states that making use of coding and categorisation of data 
makes content analysis a rich and meaningful method to collect and analyse 
data.  Although it was discovered in literature that there are five principles of 
dialogic communication, for the purpose of this study only three principles 
namely- Ease of interface, Generation of return visits and Usefulness of 
information will be used to assess government’s website communication.  
The other two principles which are Conservation of visitors and the Dialogic loop 
were replaced by the two models of communication namely one-way 
communication and two-way communication. This is due to the fact that 
Conservation of visitors is similar to Generation of return visits because they both 
deal with how to persuade website visitors to stay or return to the websites more 
often. The other reason was that there was a need to emphasise two-way 
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communication since the study deals with engagement of stakeholders on 
government website communication. Engagement, involvement and participation 
can never be practiced where there is lack of two-way communication.   
The other principle that was eliminated is the dialogic loop. The dialogic loop 
involves a dialogue which relates more to two -way communication. Even though 
Two-way communication is an old term in public relations it still appears as an 
independent aspect that needs to be evaluated on its own. The inclusion of one 
way and two way communications was done deliberately to provide an 
opportunity to gain more information on two- way communication that is needed 
for websites communication. Based on this preface, the following items were 
established as the main categories for the study; 
 One -way communication  
 Two-way communication 
 Ease of interface 
 Generation of return visits and 
 Usefulness of information.  
 
3.5.1  One-way communication 
This section of the coding sheet includes variables measuring whether the 
content of the websites understudy does or does not encourage any participation 
from the stakeholders. The variables on this category include the mission 
statement, values, online pressroom, annual reports and speeches.  
3.5.2  Two -way communication 
This section of the coding sheet contains variables measuring the degree to 
which the websites of the two governments understudy practice communication 
that engages their stakeholders.  Kent and Taylor (1998) emphasise that 
organisations must create website locations, email, telephone access and public 
forums where the public can actually engage other human beings in discussions 
about organisational issues.  
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3.5.3 Ease of interface 
 This section of the coding sheet examines whether the website can be easily 
navigated and whether the information on the websites can be easily 
downloaded. Taylor, Kent and White (2001:269) describe that ease of interface is 
a prerequisite for smooth dialogue on websites. Site maps, major links to the rest 
of site, search engine box, and low reliance on graphics are major features that 
simplify this principle.  
3.5.4 Generation of return visits  
This section of the coding sheet comprises variables measuring whether the 
websites have certain aspects that attract the stakeholders to come back for 
more information or further updates. Taylor, Kent, and White (2001:270) assert 
that relationships are not established in one-contact communication interactions 
but require time, trust, and a variety of other relational maintenance strategies 
and that can only occur over repeated interactions. This principle includes explicit 
statement invites of users to return, news forums, FAQ’s, calendar of events and 
an allowance to make requests by mail/e-mail. 
3.5.5  Usefulness of information 
This section of the coding sheet includes variables measuring whether the 
websites have important information which the stakeholders can benefit from 
accessing it.  Taylor, Kent, and White (2001, 269) state that the usefulness of 
information on a website is necessary for dialogic relationship building.  Details of 
how to become affiliated, and links to political leaders, downloadable information, 
and prominence of organisation logo are some of the variables to be assessed 
under this part.  
 
3.6 CODING THE CONTENT  
A coding method is very important in content analysis because it gives 
researchers an opportunity to categorize and clarify the information understudy. 
According to Wimmer and Dominick (2006:159) there are two kinds of coding. 
The first one is Emergent coding. Under this method of coding categories are 
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established after a preliminary examination of data, while on the other hand Priori 
coding establishes the categories before data are collected, based on some 
theoretical or conceptual rational.  
In this study a Priori coding was used to collect data because categories had to 
be established before data can be collected. (Wimmer and Dominick :2006)  To 
assess the content on the websites, a coding sheet with different variables for 
each category was created. Five specified categories were further broken down 
into 39 variables for ease of measurement and counting.  Thus data for every 
website was recorded on a different coding sheet. Twenty coding sheets were 
used to assess twenty websites 
 
3.7 ESTABLISHING A QUANTIFICATION SYSTEM 
Quantification analysis usually deals with three levels of data measurement 
which are nominal, interval and ratio. It is stayed that at the nominal level, 
researchers count the number of times a unit occurs in each category. The 
interval measurement on the other hand is used to rate certain attributes of 
characters or situations while ratio level measurements in mass media research 
are generally applied to space and time (Wimmer & Dominick, 2006:162). In this 
study the nominal level of data measurement was used.  
 This method is relevant for the study because it allows researchers to count the 
number of times each variable occurred in the category. The presence or 
absence of the thirty nine variables and frequency of occurrence were counted 
for category.  
 
3.8 DATA COLLECTION METHOD / CODING OF CONTENT ACCORDING TO 
ESTABLISHED DEFINITIONS   
From August 02 to September 30 2014, Content Analysis was undertaken to 
collect data for this study using a reception based analysis to carry out the coding 
process. In this method the coders report their own subjective interpretations of 
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the content, (Wimmer & Dominick, 2006:162).  This method was carried out 
because it gives an opportunity for examining the degree of agreement and 
disagreement and make interpretations as to how the content is likely to be 
interpreted by the audience. 
To collect data for the study, four different coders were provided with the links to 
the ministries/departments and instructed to examine the homepages of the 
websites to search for availability of all the variables as they appear in different 
categories of the coding sheets. Coders were also instructed to code (1) to show 
the existence and/or availability of a variable and to code (0) to show the non-
existence of a variable. The coding sheet also provided a space where coders 
could write a comment if need arises.  
The same exercise was carried out by all four coders ticking all variables in each 
category of the coding sheet. The exercise was carried out for all twenty 
websites, which means one coder was responsible for five different websites.  
 
3.9  ANALYSIS AND INTERPRETATION OF DATA 
Data analysis is one of the most important aspects of research since it gives the 
researcher an opportunity to analyse information recorded on the coding sheets, 
interpret the results and inform the discussions for the study.  In this study, 
descriptive statistics were used. This method of analysis according to Mann 
(2010:3) compresses data to make interpretation easier to read.  
The method is also best used where researchers collect data that are 
measurements or observations of the people or items in a sample. This method 
is also best for organising, displaying and describing data using tables, graphs 
and summary measures. Therefore this data analysis process was used to 
assess the existence of the constructed variables which will therefore assist in 
determining how the ministries handle website communication with their 
stakeholders.  
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3.10 RELIABILITY AND VALIDITY    
According to Bucy and Holbert (2011:273) the degree to which two or more coders 
agree on their analysis of a common pool of texts in content analysis is termed 
reliability. When two or more coders disagree about how to categorise a text or 
coding unit, there is no way of knowing which interpretation to accept. Since the goal 
of content analysis is to collect objective information, measurement was consistently 
applied when recording data from the coding sheets.  
 
Validity in research refers to the extent to which an empirical measure adequately 
reflects the real meaning of the concept under consideration (Babbie & Rubin, 
2011:198). The researcher used the coding sheet to assess contents of 20 websites. 
The coding sheet contains 5 specific categories and 40 different variables which 
examine how the Lesotho and South African national governments are currently 
communicating with their stakeholders on their websites. 
 
3.11 CONCLUSION 
The methodology chapter explained all the processes that were followed to make 
informed assumptions about this study. It addressed the issue of selecting the 
research design and approach. It also presented the method of selecting the 
correct sample and construction of the data collection tool so that the study could 
yield the anticipated results. The importance of reliability and validity were also 
taken into consideration for the value of the study.  In the following chapter the 
research findings will be presented.  
 
3.12 ETHICAL CONSIDERATIONS  
Research ethics involve the application of fundamental ethical principles to a variety 
of topics involving scientific research. Since the research was conducted in the form 
of literature review and content analysis, there was no requirement for ethics 
clearance for the research project. 
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CHAPTER 4 
RESULTS AND ANALYSIS 
4.1 INTRODUCTION   
In this chapter, the results and analysis are presented.  The analysis that was 
carried out to respond to the research questions was a content analysis of ten 
Lesotho and ten South African websites. Ease of interface, Usefulness of 
information, Generation of return visits, One-way communication and Two-way 
communication were identified and used as coding categories. These categories 
were further broken down to variables ranging from four to nine variables per 
category. The ratings range between 0 and 1 whereby 0 represents non-
existence of a variable and 1 representing existence of a variable. The results will 
be presented in tables. Summaries in the form of figures will then be offered 
where the total number of variables in each category for each country will be 
presented.  
 
4.2       RESEARCH QUESTIONS  
The study investigated how the government of Lesotho in comparison to the 
South African government utilise its websites for relationship building with 
stakeholders. This main question was further broken down into four research 
questions; 
 RQ1- Does government websites align with the three principles of dialogic 
relationship building operationalised by Kent and Taylor (1998) in website 
communication with their stakeholders?  
 RQ2- Are Lesotho and South African governments using the websites to 
engage with their stakeholders? 
 RQ3- Which interactive strategies are used by the Lesotho and South 
African governments to engage stakeholders in their websites?  
 RQ4- Are there some differences and similarities between the Lesotho and 
South African websites?  
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4.3      THREE PRINCIPLES OF DIALOGIC RELATIONSHIP BUILDING 
The three principles of dialogic relationship building are Ease of interface, 
Usefulness of information and Generation of return visits. RQ1 and RQ3 seek to 
find out whether the governments of Lesotho and South Africa use guidelines 
and variables suggested in the three principles of dialogic relationship building 
when constructing messages for the stakeholders on their websites and which 
interactive strategies like puzzles exist in the websites.  
4.3.1     Ease of interface 
The first principle that was examined was Ease of interface. This category is 
associated with the clarity of the website and the easiest way in which the users 
can actually navigate through the website. Stakeholders must be able to get to 
the information they are interested in without searching for a very long time. So it 
is important to make sure that all necessary links are connected to the webpage 
and that highlights are placed at the visitor’s first glance.  
Table 4.1 and Figure 4.1 below show the summary of the scores in this category. 
Five variables were examined namely -Explicit webpage, links in the site, logical 
hierarchy, and search engine box and site maps. Out of the twenty websites 
which were assessed under this category, most of the sites were satisfactory 
when it comes to clarity, logical hierarchy and the existence of important links 
that are connected to the websites to ensure that stakeholders access the 
required links without any hassle.  
Search engine box which is the most important item for assisting stakeholders 
and giving them an opportunity to type and search for information they require, 
was coded as having scored 80 percent non-existence in the Lesotho websites 
and 60 percent in South Africa. The other variable that was coded as having 
scored more on non-existence was the site maps. Both countries scored 60 
percent on non-existence of site maps. Site maps are important for enabling 
stakeholders to find the offices easily especially if the stakeholders are not from 
the neighbourhood.   
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The two preceding variables are very crucial for the existence of the website. 
Their non-existence shows that a website is not completely serving its purpose of 
engaging with the stakeholders. Based on the results it can be concluded that 
even though both countries have limited features that promote easy of interface, 
the limitation is minimal on the South African websites compared to Lesotho. 
Therefore there is a need for both countries to redesign their websites and 
ensure that they have all the features that promote ease of interface.   
 
Table 4.1: Ease of interface  
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Figure 4.1: Ease of interface 
 
 
4.3.2   Generation of return visits 
The second category that was examined is Generation of return visits. This 
category deals with information which ensures that stakeholders will return to the 
website for more information.  
Table 4.2 and Figure 4.2 below give a summary of the scores under this 
category. Generation of return visits has six variables -Calendar of events, 
News posted within last 30 days, Frequently Asked Questions (FAQ), Links to 
other websites, “Bookmark Now” statements and Statement to return to the 
website.   
In the twenty websites which were assessed under Generation of return visits, 
most variables were non-existent even though there was a slight difference in 
South Africa. Lesotho scored 100 percent non-existence on Calendar of events, 
while South Africa scored 40 percent. On Frequently Asked Questions (FAQ) 
Lesotho scored 100 percent non-existence while South Africa scored 70 percent. 
On the Links to other websites, Lesotho scored 100 percent non- existence while 
South Africa scored 20 percent. On “Bookmark Now” statements Lesotho scored 
100 percent non-existence while South Africa scored 70 percent. Lesotho scored 
100 percent non-existence on statements to return while South Africa scored 90 
percent.  
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Even though non-existence of variables is minimal in South Africa, it can be 
concluded that, the two countries are not conversant in as far as the generation 
of return visits is concerned.  
Table 4.2: Generation of return visits  
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Figure 4.2: Generation of return visits 
 
 
 
 
 
4.3.3     Usefulness of information 
The third category to explore is Usefulness of information. This category focuses 
on the importance of information that is shared on the websites for stakeholders 
needs. Governments need to ensure that stakeholders know where to find them 
when stakeholders are in need of services whether it is through telephones, 
physical address or emails. Failure to provide such information on websites can 
only frustrates stakeholders and tarnishes the credibility of the government 
website. This is due to the fact that some Stakeholders visit websites when they 
are desperately in need of some documents and websites should always have 
that kind of information readily available.   
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Table 4.3 and Figure 4.3 below present numerical reports on usefulness of 
information, which was examining existence and non-existence of eight variables. 
These are Policies/Acts, Downloadable images, Downloadable information/forms, 
Annual reports, Link to political leaders, Archived news, Logos and Contact 
details/ physical addresses.  
40 percent of Lesotho’s sites had Policies and Acts, while all South African 
websites had 100 percent existence of Policies and Acts. Under downloadable 
images the results, 80 percent Lesotho’s websites have downloadable images 
and the South African sites are at 90 per cent.  On the Annual reports and links to 
political leaders’ variables, the results reveal that South Africa has 100 percent 
existence of the variables while Lesotho scored 30 percent on both.  
 On Archived news Lesotho websites had 80 percent and South Africa had all its 
sites having this variable present. Both countries websites had logos on their 
websites. Under contacts and physical address Lesotho scored 60 percent 
existence of contacts while South Africa had 100 per cent existence. 90 percent 
in Lesotho and 60 percent in South Africa had no contact a detail, of which was 
the only unsettling element in this category.  
As far as the usefulness of information provided by the websites is concerned, 
South Africa scored very high in this category. Lesotho on the other hand 
performed poorly in this category. This means Lesotho websites have to improve 
their websites to cater for stakeholders who need usable information from the 
websites.  
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Table 4.3: Usefulness of information  
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Figure 4.3: Usefulness of information 
 
 
 
4.4    MODELS OF COMMUNICATION  
There are two models of communication namely one-way communication and 
two-way communication. One-way communication serves two purposes. The first 
is to share information. The second one is to reach out to stakeholders and 
remind them of the services offered by governments. Usually governments use 
this model to persuade, manipulate and influence audience to behave in a certain 
way that is favourable to governments. The second model is two -way 
communication. In website communication this model is used to engage with 
stakeholders, promote mutual understanding and build a relationship between 
the governments and their stakeholders.   
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This part will answer RQ2 and RQ4. The questions seek to find out whether the 
two governments use their websites to engage with stakeholders and whether 
there are similarities between the two government’s websites.   
4.4.1   One-way communication  
The first communication model is one-way communication. This model of 
communication is direct  but limited in as far as engagement of stakeholders is 
concerned because it occurs in a position where the stakeholders are only 
regarded as receivers of information and are not expected to raise their 
concerns.  
This part was divided into eight variables. Namely Mission, Values and 
Statements (About us), Online Pressroom (newsroom/news), News Articles and 
E-newsletter, Calendar/Date and Time, Speech text, Advertisements Audio/Video 
clips, Links to social media pages.   
Results on Table.4.4 and Figure 4.4 underneath show that Lesotho has 90 
percent existence of About Us while South Africa has 90 percent. Online 
Pressroom (newsroom/news) also scored 100 percent existence in both 
countries. There was also non-existence of Calendar/Date and Time with 90 
percent in Lesotho and 80 percent in South Africa. Non- existence of Audio/Video 
clips got 100 percent in Lesotho and 80 in South Africa. Existence of social 
media links got 80percent in South Africa while Lesotho got 10 percent.   
The results shows that some variables of one -way which are important for 
stakeholders like Audio/video clips and calendar were missing on both countries 
websites.   
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Table 4.4: One-way communication  
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8.Links to social media pages 0 
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Figure 4.4: One-way communication  
 
 
 
 4.4.2    Two-way communication 
The second communication model is two-way communication. This model is 
essential in websites communication because it facilitates connections that build 
relationship between stakeholders and governments. Kent and Taylor (1998:323) 
state that this model of communication is interested in including the public’s voice 
as well as using that voice to make decisions about the organisation and thus 
engaging stakeholder’s participation and interaction. Website interactivity on the 
other hand signifies the level of two-way communication between governments 
and their stakeholders, (Kaaya, 2004:43). 
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Table 4.5 and Figure 4.5 below; provide a summary of the scores for this 
category. The category was divided into nine variables- Email, Chat room, 
Poll/survey, interactive games/Puzzles, Discussion Forums, Updatable news 
columns, Links for contacting PR staff directly, Opportunity for e-mail response 
and Links for contacting administrators directly. Unfortunately most of the 
variables that facilitate maintenance of relationships and engagement of 
stakeholders on websites were non-existent in many websites assessed.   
The results revealed 100 percent non-existence of poll/survey, interactive 
games/puzzles, and Discussion Forums and Updatable news columns in both 
Lesotho and South African websites. Only one site in South Africa had a chat 
room while all the Lesotho sites had none. On Links for contacting Public 
Relations staff, Lesotho had 10 percent existence website and South Africa had 
70 percent. Opportunity for e-mail response, Lesotho scored 100 percent 
existence while South Africa scored 60 percent. Links for contacting 
administrators directly, Lesotho scored 20 percent existence while South Africa 
showed existence of 80 percent.  
In sum this category revealed that government websites in both countries do not 
make use of interactive strategies that are in place to foster their relationship with 
stakeholders on government websites. 
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Table 4.5 Two-way communication  
 
 
Benchmarks 
Lesotho South Africa  
S
c
o
re
s
 
F
re
q
u
e
n
c
y
 
P
e
rc
e
n
ta
g
e
 
 S
c
o
re
s
  
F
re
q
u
e
n
c
y
 
P
e
rc
e
n
ta
g
e
 
 A
v
e
ra
g
e
 
1.email 0 
 
2 
 
20% 
 
0 
 
0 
 
0% 
 
10% 
1 8 80% 1 1
0 
100% 90% 
2.Chat room 0 
 
10 
 
100% 
 
0 
 
9 
 
90% 
 
95% 
1 0 0% 1 1 10% 
 
5% 
3.Poll/survey  0 
 
10 
 
100% 
 
0 
 
1
0 
 
100% 100% 
1 0 0% 1 0 0% 
 
0% 
4.Interactive games/Puzzle 0 
 
10 
 
100% 
 
0 
 
1
0 
 
100% 100% 
1 0 0% 1 0 0% 
 
0% 
5.Discussion Forums  0 
 
10 
 
100% 
 
0 
 
1
0 
 
100% 100% 
1 0 0% 1 0 0% 0% 
6.Updatable news columns  
 
 
 
0 
 
 
 
  
10 
 
100% 
 
 
0 
 
 
1
0 
 
 
100% 
 
 
100% 
1 0 0% 1 0 0% 0% 
  
 
54 
 
7.Links for contacting PR staff 
directly 
0 
 
9 
 
90% 
 
0 
 
3 
 
30% 60% 
1 1 10% 1 7 70% 40% 
8.Opportunity for e-mail 
response  
0 
 
0 
 
0% 
 
0 
 
4 
 
40% 20% 
1 10 100% 1 6 60% 80% 
9.Links for contacting 
administrators directly  
0 
 
8 
 
80% 0 
 
2 
 
20% 
 
50% 
1 2 20% 1 8 80% 50% 
 
 
Figure 4.5: Two-way communication 
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community the government of Lesotho seems to be ignoring the power of social 
media because none of Lesotho websites had links to social media.  
Examples of social media frequently used in South African websites are 
YouTube, Facebook and Twitter. There were exceptions such as the Department 
of Justice, which is more up to date in the use of social media. This department 
has connections on Google+, Facebook, YouTube, Twitter, LinkedIn and 
WhatsApp.  
Some of the ministries referred to their online pressroom as the newsroom. The 
content of the pressrooms are media statements, Minister and Deputy Minister 
Speeches archived from the year 2000 to date.  
It is commendable to note that South African departments had e-newsletters on 
their websites. Even though the trend shows that the newsletters are supposed to 
come out every month, some issues are missing from the archives. It was also 
obvious that archived newsletters dates back to 2010.  
Apart from that, other ministries had government charters instead of newsletters. 
Government charters are social commitment and agreement between the states 
and public servants and it’s meant to improve service delivery. Unlike the 
newsletters that changes periodically, the charter remains the same. For example 
the department of Public Service had a Charter instead of the newsletter.   
It was also observed that most ministries provided relevant Annual reports and 
regulations in their websites. For example the department of Justice in South 
Africa has relevant reports like Judicial Service report and child justice offences 
report. The Public Service Ministry in Lesotho also has Public Service regulations 
that can be downloaded from the website.   
The websites also make provision for usable forms like application for renewal of 
trade licence which can be downloaded from the Ministry of trade in Lesotho, 
while in South Africa this provision was made for internship programme 
application form and chattered accountant’s academy application forms from the 
Department of Treasury.  
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It was also observed that under contact details the most common details that are 
supplied are the physical addresses, the office telephone numbers and email 
addresses. And lastly it was noted that ministerial websites do not have corporate 
colours. 
 
4.6  CONCLUSION  
The chapter presented a summary of the results in which existence and non-
existence of variables informed by three principles of dialogic theory in 
collaboration with two models of communication were tested on Lesotho and 
South African websites. The next chapter will provide the recommendations and 
conclusions of the study. 
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CHAPTER 5 
CONCLUSIONS AND RECOMMENDATIONS 
 
5.1 INTRODUCTION 
This is the final chapter of the study. Its purpose is to provide an overview of the 
study and a summary of the findings. The recommendations to make government 
websites more involving will also be provided for improvement of government 
websites. 
 
5.2 SUMMARY OF THE RESEARCH FINDINGS 
Auger (2010:57) states that merely creating a website will not in its self-improve 
communication. If the website is not constructed properly, with clear, user-friendly 
features and modes of interactive feedback, the website may instead create 
increased frustration and lost time for existing and potential stakeholders.  
RQ1 and RQ2 tested the level at which Lesotho and South African websites align 
themselves with the three principles of dialogic relationship and whether 
government websites use websites to engage with stakeholders. The following 
results were revealed.  
5.2.1 Ease of interface 
 Under this category the findings revealed that South African websites are more 
advanced in promoting engagement of stakeholders on websites compared to 
Lesotho. Lesotho websites scored the lowest scores in this category while South 
Africa scored 100 percent in most variables under this category. Lesotho can 
actually improve its websites by ensuring that they upload policies, and annual 
reports on all the country’s websites. 
5.2.2 Generation of return visits 
In this category the findings revealed both countries do not fully participate in the 
efforts to entice stakeholders to return to the website even though there is a slight 
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promise in South African websites. In the variables like statements to return 
Lesotho scored 100% non- existence while South Africa scored 90 percent non-
existence. Both Countries can improve this category by including the calendar of 
events section, frequently asked questions, Bookmark Now statements and news 
posted within the last 30 days. 
5.2.3 Usefulness of information  
This category shows that both countries are conversant with this category and 
are implementing it on their websites communication.  Since it was also revealed 
that the level of use in minimal in both countries there is a  need to improve this 
category by including annual reports, links to political leaders, archived news and 
contact details.  
5.2.4 One- way communication  
The study revealed that the two countries rely more on one-way communication 
which does not offer a room for stakeholder’s participation.  This is due to the fact 
that both countries scored 100 percent and 90 percent on existence of Mission 
statements, and 100 percent on online newsroom. This shows that government 
ministries in both countries use websites to pass information without a platform 
for engaging stakeholders. 
It is evident that Lesotho and South African government’s websites are filled with 
information and messages which the governments want to share with the 
stakeholders while stakeholders on the other hand have limited sources of 
sharing their views with the government on the websites. Keddy and Johnson 
(2011:102) recommend that for communication to be effective, it needs to be two-
way, and should also allow the perceptions of stakeholders to play back what 
they understood from the messages. 
5.2.5 Two-way communications 
It was revealed under this category that both countries are not engaging in a two 
way communication that seeks to build relationships with the stakeholders and 
empower them. This is due to the fact that Lesotho and South Africa scored 
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100% percent and 90% non-existence on Chat rooms; they also scored 100 % 
non-existence on polls/survey and 100% non-existence on interactive games.  
It is clear therefore that the important aspect of engagement which this study is 
proposing for all websites in Lesotho and South Africa is still lacking in website 
communication. This two-way category can be improved by introducing Chat 
rooms, polls/surveys, interactive games and competitions on the websites.  
RQ3 investigated the interactive strategies which are used by Lesotho and South 
Africa to engage stakeholders on websites. The study revealed that currently 
there are no interactive strategies that are in place on the websites of both 
countries to engage stakeholders. The interactive strategies are similar to 
variables under two-way communication and include online public debate / online 
public discussions.  Ministries should include these elements on the websites to 
improve interactive strategies.  
Kent, Taylor and White (2001) have suggested four features that can guide 
successful interaction of dialogic communication on websites and those are 
Mutuality, Propinquity, Empathy and Commitment.  
 
5.3 DIFFERENCES AND SIMILARITIES BETWEEN THE LESOTHO AND 
SOUTH AFRICAN WEBSITES 
RQ4 evaluated whether there are differences and similarities between the 
Lesotho and South African websites.  
5.3.1 Similarities  
Ease of interface: The results revealed that both Lesotho and South African 
websites have explicit websites and site maps. 
Generation of return visits: The results revealed that both countries do not 
have statements to return.   
Usefulness of information: Both countries have their governmental Logos in 
their ministries website.   
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One -way communication: The ministerial websites all have Online pressroom / 
and newsroom/ news. 
Two-way communication: Both countries do not have Chartrooms, interactive 
games, discussion forums and Updatable news columns. Even though it was 
mentioned prior that the development of websites is more advanced in South 
Africa as compared to Lesotho, it is worth noting that the study exposed that 
there is no uniformity in government websites development. There are no 
standards or guidelines for development of government websites in both 
countries. 
 This is evident in the cases where other South African departments have 
departmental charters while others do not have such charters. Narula (2006:357) 
suggests that all kinds of communication strategies should comprise the 
communication needs, communication recourses, policies and operational 
principles. 
5.3.2 Differences 
Generation of return visits: Under this category the only difference that was 
picked was lack of news posted in the last 30 days in Lesotho websites. 
Masroom, Ling and Din (2013) show that for a website to be considered effective 
it requires continuous assessment, frequent updates and careful management. 
   
5.4 SIGNIFICANCE OF THE FINDINGS 
The literature in Chapter 2, 2.6 and 2.7, shows that for a website to be 
considered effective it requires continuous assessment, frequent updates and 
careful management. Most websites especially in Lesotho were not updated in 
the last thirty days. The study will therefore serve as a reminder that websites 
should be updated regularly to serve their purpose 
The study is beneficial in raising the awareness of the government public 
relations personnel to ensure that their websites are aligned with the principles of 
dialogic communication since this alignment will improve stakeholder’s 
engagement in websites communication and empower them. Takana (2007:86) 
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emphasises that engaged citizens are more knowledgeable about their 
governments, they hold more thoughtful and sophisticated views of public policy 
and are less cynical in their attitudes towards governments. 
The study is also significant in promoting development of effective government 
websites which will facilitate relationship building and engagement with 
government stakeholders on websites communication. The evidence from the 
literature shows that when both stakeholders and governments are involved in a 
dialogic communication, there is room for improvement in terms of commitment 
and trust from both parties. 
 
5.5 RECOMMENDATIONS  
Websites are recognised globally for their significant role in facilitating dialogic 
communication and relationship building between governments and 
stakeholders. Even though the literature supports the fact that websites provide a 
platform on which the potential for dialogic communication and effective 
communicative relationships can be build, the findings of this study revealed that 
the government websites in both Lesotho and South Africa do not work toward 
building such relationships with their stakeholders on ministries websites.  
  Since both Lesotho and South Africa already have websites in place, the 
requirement is to ensure that their websites are enhanced to facilitate 
communication that engages stakeholders and work towards building and 
maintaining government relationships with stakeholders. 
This study provides several recommendations to ensure effective designing and 
management of government websites. Recommendations are also made on 
future studies that can be undertaken. It is expected that these recommendations 
will enrich the development of government websites in Lesotho and South Africa. 
Since it is established in literature that public relations is an essential 
management tool that enables an organisation /government to plan and structure 
the way it communicates with its target stakeholders, it is recommended that 
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public relations sections in governments and all concerned in government 
websites design should do the following: 
Ease of interface: the ministries should make sure that websites have sections 
where stakeholders can contact public relations personnel directly through email, 
telephone numbers and site maps. This aspect will also enhance commitment 
from both parties to engage in a dialogic communication. It is therefore 
recommended that the public relations section in the two countries improve 
ministries websites by providing the search engine boxes and site maps which 
scored high on non-existence. 
Generation of return visits: Establish who their website stakeholders are. The 
acquired literature shows that knowing who stakeholders are will facilitate 
stakeholders’ consideration as major part of the planned activities in 
governments, while also stimulating their participation and return to the websites.  
Usefulness of information: Know the purpose of communicating with their 
stakeholders on websites. Devito (2002:51) explains that communication should 
always serve a purpose. Knowing the purpose will assist in packaging useful 
information for the websites. This too forms part of Kent and Taylor’s Usefulness 
of information which advocates for uploading useful information on government 
websites.  
One-way communication: In as much as this study does not support one way 
communication on websites, there are variables that are still needed for 
existence of websites. For example the Mission statement and vision of the 
ministry can never be omitted. It is therefore recommended that while these 
important features are posted Public relations personnel should remember that 
stakeholders are concentrating more on the current issues more than anything 
else.  
Two-way communication: Keep in mind that a website is a communication 
strategy so the designers/public relations personnel need to ensure that they 
create websites which foster dialogue or two-way communication between 
governments and stakeholders. Own the design by upgrading and maintaining 
the government’s websites. This will facilitate smooth operation and ensure that 
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websites are updated regularly with relevant information, e-mail, Chat Room, 
Poll/Survey, .Interactive games/Puzzles, Discussion Forums, Updatable news 
Columns, Links for contacting PR staff directly, Opportunity for e-mail response 
and Links for contacting administrators directly 
 
5.6 STUDY LIMITATIONS 
Out of twenty-three (23) government ministries in Lesotho, only ten (10) had 
active websites during the planning of the study, hence the comparison was 
made to similar departments in South Africa. It should be noted that the some of 
the South African ministries are divided into two departments such as the 
department of education, which consists of the Basic Education and Higher 
Education, whilst in Lesotho it is one department.  
The magnitude of a ministry is measured by the population and the importance of 
the target audience that the ministry is supposed to serve. For example the 
Ministry of Gender, Youth, Sports and Recreation in Lesotho is a huge ministry 
because of the youth and sports components, but it was not included in the 
study, because it did not have an active website. 
 At the same time, only the home page and pages linked up to four-clicks away 
from the home page were considered in this analysis. The study cannot be 
generalised to the whole population. Generalisability is largely determined by 
selection of a representative and sufficiently large sample, because this study 
used a qualitative content analysis the results cannot be generalised, yet can 
provide guidelines for those who want to develop website that encourages two-
way communication. 
 
5.7 FURTHER RESEARCH  
Future studies concerning government websites communication can focus on 
interviews that will be conducted to get more insight information from Government 
Public Relations Officers on how they use the website. The other focus can be 
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directed to the stakeholders to find out the key issues which are crucial to them that 
need to be incorporated in government websites.  
The research on websites government communication with stakeholders should 
also focus on assessing the use of the two dialogic principles which were omitted 
in this study. These are the dialogic loop and conservation of visitors. It is also 
recommended that surveys should be conducted to get stakeholders perceptions 
on government websites.  
 
5.8 CONCLUDING REMARKS  
One of the primary objectives of this study was to examine how the Lesotho and 
South African national governments are currently communicating with their 
stakeholders on websites. Upon completion of the assessment the plan was also 
to recommend guidelines on how to improve stakeholder’s involvement and 
participation in website communication.  
The study therefore suggests that to enhance stakeholder’s involvement in 
government website communication, government officials who are responsible 
for maintenance of websites should ensure that the following are intact: online 
information is easily findable, regularly update information on websites, 
information on websites is readily available and usable, information is accessible, 
information is easy to comprehend and stick to the recommended strategies that 
enhances  stakeholders visits interaction  with the government.  
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ANNEXURE A  
CODING SHEET FOR EVALUATING LESOTHO AND SOUTH AFRICAN 
GOVERNMENT MINISTRY’S WEBSITES 
Department Name_______________________________________________      
Record a 1 for existence, or 0 for non-existence of each variable. 
The same coding sheet will be used for all 20 Ministries. 
One -way communication 0 1 Comment  
1.Explicit link or Webpage    
2.Mission, Values and 
Statements (About us) 
   
3.Online pressroom 
(newsroom/news) 
   
4.News Articles and E-newsletter    
5.Calendar/Date and Date    
6.Speech Text    
7.Advertisement    
8.Audio/Video clips    
9.Links to social media pages    
Two -way communication 0 1 Comment  
10.e-mail    
11.Chat Room    
12.Poll/Survey    
13.Interactive games/Puzzles    
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14.Discussion Forums    
15.Updatable news Columns    
16.Links for contacting PR staff 
directly 
   
17.Opportunity for e-mail 
response 
   
18.Links for contacting 
administrators directly 
   
Ease of interface 0 1 Comment  
19.Major links to rest of site    
20.Logical hierarchy    
21.Search engine box    
22.Site map    
23.Image maps    
24.Low reliance on graphics    
25.Short loading time    
Generation of return visits 0 1 Comment 
26.Calendar of Events    
27.News items posted within last 
30 days 
   
28.Frequently Asked Questions 
(FAQ) 
   
29.Links to other Web sites    
30. “Bookmark Now” statements    
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31.Statement to return    
Usefulness of Information 0 1 Comment  
32.Policies/ Acts    
33.Downloadable images    
34.Downloadable information/ 
forms 
   
35.Annual Reports    
36.Links to political leaders    
37.Archived news    
38.Logos    
39.Contact details and physical 
address 
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ANNEXURE B 
LINKS TO GOVERNMENT WEBSITES  
LESOTHO 
WEBSITE LINK 
1.Minisry of Foreign Affairs & International Affairs  www.foreign.gov.ls 
 
2.Minisry of Health www.health.gov.ls 
 
3.Ministry of Justice & Correctional Service  www.justice.gov.ls 
 
4.Ministry of Employment & Labour  www.labour.gov.ls 
 
5.Ministry of Public Service  www.publicservice.gov.ls 
 
6.Ministry of Finance  www.finance.gov.ls 
 
7.Ministry of Tourism, Environment & Culture  www.mtec.gov.ls 
 
8.Ministry of Trade & Industry, Cooperatives & 
Marketing  
 
www.mticm.gov.ls 
 
9.Ministry of Local Government & Chieftainship Affairs  www.localgovt.gov.ls 
 
10.Ministry of Education  & Training www.education.gov.ls 
 
SOUTH AFRICA 
WEBSITE LINK 
1.Department of International Relations  www.dirco.gov.za 
 
2.Department of Health  www.doh.gov.za 
 
3.Department of Justice & Constitutional Development  www.justice.gov.za 
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4.Department of Labour  www.labour.gov.za 
 
5.Department of Public Service & Administration  www.dpsa.gov.za 
6.Department of National Treasury  www.treasury.gov.za 
7.Department of Tourism  www.tourism.gov.za 
 
8.Department of Trade & Industry  www.thedti.gov.za 
 
9.Department of Traditional Affairs  www.cogta.gov.za 
 
10.Department of Basic Education www.education.gov.za 
 
 
Source: Lesotho and South Africa Government Portals  
 
 
